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ABSTRACT 
 This study was performed in order to reassess the demographics and consumer 
characteristics of organic wine consumption in San Luis Obispo.  More specifically the study 
examines what type of shopper buys organic wines, and how producers, and retailers can identify 
and tap into that target market.   
 The collected data was analyzed through the use of statistical tests. Frequency tests were 
used on each question to understand which responses made up the largest percentages.   Chi-
square tests were performed in order to find the relationship, if any, between consumer 
preferences and demographics. Statistical tests such as one-way ANOVA, paired t-tests and 
sample t-tests were performed to determine probabilities and differences in consumption patterns 
the population.   
 It was discovered that the typical San Luis Obispo consumer who is “very likely” to buy 
organic wine in the next month is a college educated female, is between 35-55 years of age, 
married or living with a partner, has a child/children under the age of 18 living at home, and has 
a yearly household income of $70,000 or more. Because there it already such a large market for 
wine producers it is recommended that marketers develop strategies to build the appeal of 
organic to compel existing experiment with variation of a product they are already consuming. 
Another important step to take would be appealing to younger age groups as they are most 
exposed to the ‘green revolutions’ and its benefits.  It is also crucial to have the product at an 
affordable price so as to increase all consumer accessibility.   
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Chapter 1 
 
INTRODUCTION 
 
Consumers in the United States have shown an increased interest in organic products in 
the past two decades.  There are various reasons for this, but the most important are probably the 
products’ perceived health related benefits for individual consumers. The health benefits of 
organic food attract consumers in the form of parents seeking to raise their children eating 
nutritious, healthy and quality foods. (Davies, 2003) The types of foods that are most commonly 
produced organically are fruits vegetables and milk, which appeals to the parent demographic.     
Another reason is that organic products may reduce negative environmental effects compared to 
conventional agricultural production (Gil, 2000), which also appeals to many parents.  According 
to Makatouni (2002) “By protecting the environment, parents believe that they protect their 
families' well- being as they want their children to be brought up on a ‘healthy’' planet and later 
inherit it.” Although organic products tend to cost more studies show the 30-49 year old group is 
the group that purchases the largest amount of organic food, and are also the most likely to have 
children. (Davies, 2003) 
 In addition to the market for organic milk and produce attractive to the 30-49 year old 
demographic, the market for organic wines is also expanding.  Although probably still a niche 
product, organic wines have become far more available in the recent years.  However the product 
may be shedding its niche status because “industry statistics show an increase in sales of around 
30% for the organic category in comparison to a backdrop of 3% for all wines” according to 
Russo (2008) The increased availability of organic wines in wine bars and upscale eateries has 
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contributed to growth in sales. Throughout California many restaurants and wine bars are adding 
alternatives to conventional wines ((organic, sustainable certified, biodynamic) to their lists. 
According to the San Francisco bureau of tourism some establishments, like Yield Wine Bar, 
differentiate themselves by selling only organic wines. (Organic Wine Journal)  This also 
suggests growing interest in organic wines. 
 The Hartman Group has developed a system that classifies each organic consumer into 
three different groups, core, mid-level and periphery consumers.  The “core” consumers are 
those who most actively purchase, and have a broad knowledge of organic products.  The “mid-
level” consumer group is made up of people do purchase organic products some-what often and 
have some background in organic products. “Periphery” consumers are the last group do not 
frequently buy organic, nor do they have very much knowledge about the products.  This is 
system help in sectionalizing the organic consumer base.  Although helpful these classifications 
do not apply specifically to wine, they analyze the entire organic market.  The Hartman Groups 
classifications are not particularly helpful in understanding the consumer tastes and preferences 
for wine, making it hard for organic wine vendors to establish marketing strategy for a specific 
target market.  
 
Statement of the Problem 
 There is limited knowledge about the characteristics of organic wine consumers and their 
preferences with regard to wine characteristics.  This information would facilitate the 
development of more specific and detailed marketing plans by wineries currently producing (or 
considering production of) organic wines. 
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Hypothesis 
 The demographic characteristics differ for those consumers very like to buy organic wine 
and those not likely to buy organic wine. The typical consumer likely to buy organic wine who 
lives in the San Luis Obispo area will be between 30-50 years old and will come from an affluent 
background. 
 
Objectives 
1. Determine the differences in demographic characteristics (such as age, gender, income 
and education) consumers very likely, somewhat likely and not likely to purchase organic 
wines have any effect a customer’s probability of purchasing organic wines.  
2. Determine if these characteristics are associated with the stated likelihood of a consumer 
purchasing an organic wine in the next month. 
3. Describe the wine characteristics of greatest importance to likely organic wine 
consumers, and compare these to characteristics valued by consumers not likely to 
purchase organic wines. 
 
Significance of the Study 
 There has been little consistency in the studying and understanding of organic wine 
consumption characteristics.  This study is significant because it seeks to understand the motives 
behind consumption by examining the tastes and preferences of shoppers in San Luis Obispo, 
California who buy organic products. Places of business that generate income from the sales of 
wine including grocery stores, specialty stores, restaurants and wine bars may use this 
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information to reevaluate inventory and product selection to better fit consumer desires. The 
information generated from this study will provide producers with information of consumer 
trends, helping them to create strategies that can help them expand their market.  Once the target 
market is established all companies can modify their current approaches to better align with 
developing consumer preferences.  
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Chapter 2 
 
 
REVIEW OF THE LITERATURE 
 
This review will discuss information on how consumer demographics pertaining to may 
affect the demand for organic wine in San Luis Obispo.  First, the characteristics of consumers 
for broader organic market will be reviewed, then available information about organic wine 
consumers.  The tastes and preferences of those who drink organic wine will most likely differ 
from those who do not, thus affecting the characteristics of the target market.  Lastly, it will 
discuss the methods used by organic researchers to recognize what consumers of organic wines 
are looking for and how to access the market.  
 
Demand Growth for Organic Products 
 
 Demand in the organic market has experienced growth in the recent past.  “The 
marketing boom has pushed retail sales of organic foods up to 21.1 billion in 2008 from $3.6 
million in 1997” (Dimitri, 2009). More consumers are interested by the perceived benefits 
organic food offers, increasing organic consumption. Of these perceived benefits of organic 
foods health is one of the most relevant.  Today consumers have a better understanding of what 
is and is not healthy, and are seeking to buy other organic products in addition to organic 
produce.    The effects of this are very noticeable as consumers have spurred a change in the 
market for organics. As Dimitri noted, “At one point in time, the organic sector was supply-
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driven…Today’s market is different in that consumer demand is driving growth in the organic 
market.”  This change in the demand model has translated to “a structural change at the retail and 
manufacturing levels has been twofold: there are more firms participating in the sector and the 
average size of these firms is larger.” Although new firms have entered the organic market the 
product demand for organic products remains close to its supply. 
These changes in demand are translating to changes in production practices. “The amount 
of certified organic farmland used for production in 2007, from the Census of Agriculture, 
totaled 2.6 million acres, with 1.3 million used for growing certified organic crops and 1.0 
million acres of certified organic pastureland” (Dimitri, 2009).  More and more agricultural 
business sectors are recognizing the potential in organics and are evolving to develop products to 
fit expanding consumer demands. “Sales of dairy products, beverages, packaged and prepared 
foods, and breads and grains grew to 63 percent of total organic sales in 2008, from 54 percent in 
1997.”  
 
Perceived Benefits of Organic Products 
 
The organic label certifies that foods sold must be labeled according to the amount of 
organic ingredients that make up the product, and is expressed in a percentage on the package.   
In order to be considered organic the food needs to be “produced without antibiotics, hormones, 
pesticides, irradiation or bioengineering” (USDA, 2011).   In addition to the organic production 
certification The National Organic Program and the Organic Foods Production Act are intended 
to assure consumers that the organic foods they purchase are produced, processed, and certified 
to be consistent with national organic standards (USDA, 2011). Consumers who pay attention to 
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the organic label may be interested in the associated health benefits made available through its 
production practices.   
Wine, whether produced organically or not, is a product that offers many health benefits 
for those who drink wine frequently but in moderation. With a moderate alcoholic content and 
non-alcoholic phytochemicals, wine has been shown to minimize health risks of heart disease, 
certain cancers and slow the progression of neurological degenerative disorders like Alzheimer’s 
and Parkinson’s Disease (Centers For Disease Control and Prevention 2006). The American 
Heart Association (2010) affirms heart disease is the leading cause of death killing over 631,000 
people in 2006 alone.  Based on this knowledge Americans who integrate of healthy lifestyle 
choices and moderate wine consumption in to their lives can lower the likelihood of acquiring 
cardiovascular disease.   
Although all wine may have health benefits, organic grape production may provide 
additional health and environmental benefits.  The practices employed by conventional grape 
farmers usually rely on synthetic chemicals include any herbicides, insecticides and pesticides. 
These chemicals are effective in reducing issues such as disease and low yields, the effect they 
impart on the soil and surrounding environment often are detrimental. In accordance with soil 
science as water percolates though agricultural soil it picks up particles of all kinds, including 
synthetic chemicals, such as nitrates, then enters surface or groundwater hydrologic systems.  
Organic wine grapes are cultivated without the use of synthetic fertilizers, pesticides, herbicides 
and fungicides.  In addition organic cultivation practices do not pollute surface or ground water, 
lessen the risks of soil erosion and promote soil fertility through the use of Cover crops, like 
clovers, (Sustainable Agriculture Techniques, 2010).  Organic wine grapes are grown under the 
same guidelines as all other organic produce; in doing so all aspects of the process from the field 
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to table must adhere to those guidelines.  This type of differentiation grabs consumer attention 
and could change consumer tastes and preferences. 
 
Growth in Demand for Organic Wine 
 
 According to the Organic Trade Association, an industry group representing organic food 
producers and distributors, U.S. sales of wines made with organic grapes reached $80 million in 
2005, a 28 percent increase over the previous year (Toot, 2007) .   In a 2007 Manufacturer 
Survey conducted by the Organic Trade Association, they “anticipate a continued 18 percent 
average growth annually for organic food products until 2010.”  The rise in sales of organic 
products has received much attention and is translating to an increase in interest, awareness and 
desire for more of the same.  This presents an opportunity for organic wines to gain both 
consumer attention and additional market share.   
The available evidence suggests that organic wines have experienced similar growth in 
popularity as other organic products have.  The recent upsurge of interest in organic foods has 
indeed not bypassed the wine business and, organic wines are more popular and more readily 
available than ever (Toot, 2007).    
 An organic wine is made from grapes grown without the use of synthetic fertilizers, 
pesticides and any other synthetic chemicals.  This alternative approach to wine production is 
appealing to a new group of consumers who value foods void of pesticides.  Organic farming is 
different because it “prohibits the use of additives or alterations to the natural seed, plant, or 
animal including, but not limited to: pesticides, chemicals, or genetic modification” (Delmas, 
2008).  In addition to growers, wine makers are employing organic techniques in their processes 
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also.    According to Morganstern (2008), there should be “little or no manipulation of wines by 
reverse osmosis, excessive filtration, or flavor additives” if the wine maker wants “100% 
Organic “on the label.  Both fruit growth and wine making methods must follow respective 
guidelines in order to maintain organic certifications.  With a clearly defined set of methods to be 
used in the cultivation of organic wine, consumers may begin to take interest in the product; 
therefore, the task of marketing can be assessed.   
Although customers show sensitivity to producers with environmentally-friendly 
production practices, Bazoche et al. (2008) explained that a main criterion in consumer choice is 
ease with which production information is conveyed.  Moreover “Consumers of organic wine 
appreciate the naturalness of the product, which is free of processing residues and which respects 
the environment” (Crescimanno, 2002).   
At first organic wines could only be found in specialty stores, but now even supermarket 
chains such as Kroger and Safeway, are offering private label organic products including wines” 
(Knudsen, 2007).  Food retailers are always looking for the next market trend likely to entice 
consumers.  The concept of organic food is fairly recent, and accordingly its consumer base is 
made up of younger generations.  “Results suggest that, young consumers (18-32)… are more 
likely to purchase organic food products” (Onyango, 2007), although it is less certain if this 
finding applies to wine products also. The increased acceptance of organic wine presents a new 
market within the wine industry.  The Organic Trade Association expects organic wine sales to 
grow about 17 percent a year through 2008, mirroring growth across all sectors of organic 
agriculture” (Toot, 2007).  Organic wine sales have been increasing since 2006, and have 
continued to do so.  Organic wine gives people a sense of safety and people want to support 
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organic wines because they feel they are helping the environment while enjoying a bottle of wine 
(Zimmerman, 2008).   
   
Characteristics of Organic Consumers and Organic Wine Consumers 
 
 There appears to be relatively limited information about the characteristics and 
preferences of likely organic wine consumers.  Much of the literature appears to extrapolate 
based on the characteristics of consumers of other organic products.  Consumers of organic 
products more generally often are people who are educated on environmental and health related 
issues.  Intuitively, this would suggest organic wine consumers would follow the same thought 
process.  Organic wine bottles attract these consumers through the use of strategic labeling. 
Consumers of organic wine favor labels that are “easy to understand and convey the basic tenets 
of organic wine production. Several associations and producers have used eye-catching graphics 
to suggest the eco-friendly qualities of the wine, such as hummingbirds, ladybugs, bees and other 
elements of nature” (Baisley, 2009).  A label is hugely important in marketing a wine therefore 
depictions of the environmentally friendly actions that occur in the production process can make 
a difference in convincing a consumer.  Annese (2010) found that a typical organic wine 
consumer in San Luis Obispo County was a college-educated female between the ages 35-55 
who had a considerably high income.  More than 70% of organic wine consumers had an income 
over $70,000 annually, but females aged 45-54 with a household income of $70,000 a year and a 
college degree were most likely to have purchased organic wine in San Luis Obispo.   
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Survey and Data Analysis Methods for Consumer Characteristics 
 
 Surveys are a means of collecting information about a sample population so as to make 
inferences about the population as a whole.  For the most part surveys provide information about 
demographics. There are different ways of collection information though surveys.  Telephone 
surveys are an option and are appealing in that they are low cost, and can lead to higher response 
rates. However they can also be ineffective when trying to contact people outside of urban areas.  
According to Barribeau, mail surveys are low cost, can be issued to larger groups and provide the 
subjects with ample time to respond.  The primary issue with mail surveys is that people often do 
not actually take the survey.  Oral surveys are effective in that subjects can ask any questions 
they may have helping to increase the response rate.  The disadvantages of an oral survey include 
large amounts of time spent, on the surveyor’s part, implied bias of any kind; they are also more 
costly (Barribeau, 2005).   
 After choosing the method that best fits, the surveyor must select a design to best fir the 
population.  According to Barribeau there are several variations of survey methods: stratified 
sampling, simple random, cluster sampling, and systematic sampling. An important factor when 
selecting a survey is the population of the area.  A “fixed size indicates that the target sample 
size has been specified by the user. Simple random sample indicates that we want uniform 
inclusion probabilities for each record” (Olken, 1995).  A benefit of simple random sampling is 
that each person can participate while maintaining a random selection of individuals.  High 
response rate is the most important part of selecting a sample size.   More responses allow for the 
surveyor to gain a more comprehensive knowledge about the population.   
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 When collecting information a survey can either be created for first time use, or it can be 
reapplied to a similar/same population to account for any change.  Ultimately a survey question 
should not be open-ended, it should be direct and list options for evaluation. According to 
Barribeau the length of a good survey can vary between 15-25 questions to ensure accurate 
results.  Once the survey is issued and collected its data can be transformed using statistical tests 
like: sample t-tests, paired sample t-test, chi-square tests, ANOVA test and may more.   
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Chapter 3 
 
 
 
METHODOLOGY 
 
 
 
Procedure for Data Collection 
 
 In order to understand consumer tastes preferences and possible purchase decisions for 
organic wine in San Luis Obispo, it is necessary to collect information from wine consumers.   
The best way to understand the population of wine consumers is through survey research.  This 
method of data collection is appropriate because it allows inferences about the population to be 
based on a sample from the population.  It allows multiple subjects to answer the provided 
questions while simultaneously providing for confidentiality of responses.  
 Surveys are a tool used to collect specific information from a population sample of 
people.    The type of survey the author will use is called a simple random sample and will be 
implemented to collect information with regard to consumer characteristics. As seen in the 
previous study there are many characteristics that are important in understanding who is likely to 
consumer organic wine and who is not.  I plan on separating the respondents into three 
categories: those “likely to buy”, those who “might buy” and those who are “unlikely to 
purchase” organic wines.   The information can then be employed in the marketing of organic 
wine.   
The approach used in this study will solicit information from individual consumers using 
a short written survey instrument administered to individuals.   This specific survey was used 
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previously (Annese, 2010) in the same study in the same location and therefore needed no 
changes.  The instrument requests specific information about consumer demographics such as 
income and age.  The survey began by asking the consumer about their typical purchasing habits 
with regard to alcoholic beverages.  It was then followed by several questions regarding their 
consumption of organic products over the last month, if any, and what their perceptions are about 
its quality. The surveyed answered further questions that allow the author to understand how 
many bottles of wine they consume, how much they typically spend on wine, what 
characteristics about a product increase desirability and likelihood of buy organic wine in the 
future (in this case, during the next month). The previous month’s purchasing patterns provide an 
indication of the sample population’s recent wine consumption habits. 
The sample population will consist of a total of 100 shoppers over the age of 21 surveyed 
over the course of a Friday and Saturday afternoon. Surveying 100 consumers allowed for the 
author to collect enough responses to make reasonable inferences about the population.  
Participants were identified based on one crucial characteristic, if they appear to be over 21.  
Participants were then asked to fill out the survey upon their entrance, as opposed to exit. This 
was done in case the individual has foods that may spoil, deterring them from responding to the 
survey.  The collected data provides information about whether the respondent has previous 
purchased an organic wine, likely future purchase intentions and factors important for the 
purchase of wines.  In accordance with the Annese study, this survey was conducted at Von’s 
Supermarket located in San Luis Obispo in order to provide a comprehensive understanding of 
consumer demographics and purchasing patterns. Von’s was chosen because of its involvement 
in the previous survey, its large selection of wine, and the availability of wine to customers who 
may not have entered the store with the intention to buy wine.   
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Procedures for Data Analysis 
 
 
After all 100 surveys were completed they were individually reviewed to ensure all are 
completed to the point that they may be entered into a statistical analysis software program. 
The observed data was first input using survey monkey and then exported to SPSS.  
Once the data is in SPSS it is separated into segments based on previous or intended 
purchase decisions.  In order to develop a basic overview of organic wine purchasing likelihood 
the population was divided into three segments, ‘not likely,’ ‘somewhat likely’ and ‘very likely’. 
The population was divided into these three segments based on the answer of “how likely they 
are to purchase organic wine in the next month” (See survey, Q11). More specifically there were 
11 options to select when conveying purchased likelihood, if they marked any of the 0-2 boxes 
they were deemed ‘not likely,’ if they marked 3-7 they were ‘somewhat likely’ and finally if they 
marked 8-10 they were considered ‘likely.’ 
Descriptive statistics for these categories were be used to assess a) whether the 
demographic characteristics of the groups differ and b) what factors appear to have an 
association with likelihood of purchasing an organic wine in the next month.  These results were 
then cross-referenced with the results from the questions relating to demographic characteristics 
in the form of cross-tabs.  Once finished the correlations between demographics and wine 
consumption were used to determine what who is consuming and what it important to those 
consumers. Data was then separated into the categories listed above based on previous or 
intended purchasing behavior.  The mean values of demographic characteristics of residence, 
gender, age, marital status, children, annual income and educational level will be compared for 
these three categories.  
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A similar analysis was developed for factors of importance in the wine purchasing 
decision. Statistical tests such as one way Anova, paired t-tests and sample t-tests were 
performed to determine the probabilities and differences in consumption patterns the population 
of San Luis Obispo county wine consumers.  These tests help to understand if there are 
relationships between likelihood categories and demographic results.  The basis for determining 
association will be performed on a .05 confidence interval.  Once the categories were established 
they could be cross-referenced against other relevant response in the survey and tested for 
statistically significant differences using a chi-square test.   This test displays the relationship 
between likelihood and whatever the given question is asking in terms of a p-value.  Lastly many 
each of the tables also incorporates a contingency table. Contingency tables are used to record 
and analyze the relationship between different categorical variables. The results provided 
information used to identify important determinants in consumer purchasing patterns.  This 
ultimately provides the material to be used by marketers, producers and retailers in classifying 
the target market.  It also allows us to determine whether the hypothesis is correct.   
 
 
Assumptions 
 
This study will assume that those interviewed at Von’s will answer the questions 
honestly, and that they are a reasonable representation of wine consumers in San Luis Obispo 
County.   
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Limitations 
 
The results of this study are limited to the tastes and preferences of the residents of San 
Luis Obispo County who shop at Von’s, where the survey was conducted.  There may be a bias 
based on the interviewers tone and presence upon approaching potential participants.  This 
survey was only distributed in San Luis Obispo and therefore does not represent all of California 
or other states. 
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Chapter 4 
 
DEVELOPMENT OF THE STUDY 
 
 Survey data collection was completed during the 12th and 13th of February 2011.  Those 
who were asked to participate in the survey were individuals entering the Von’s shopping center.  
Each participant was informed that they would be taking part in a survey to assist in an 
Agricultural Business student senior project on alcoholic beverage consumption, specifically 
relating to wine purchasing habits.  The first day of data collection, Saturday, was moderately 
successful, yielding roughly 35 completed surveys.  As was expected the second day of data 
collection, Sunday, provided many opportunities to ask for participants. This could have had to 
do with the fact that Valentines was the following day producing a larger amount of shoppers 
preparing for the holiday.  Although females are typically the shoppers for the household 
(Goldman, 2008) 58.8% of the shoppers surveyed were male.   
 
 
Analysis 
 Once all 100 surveys were collected they were examined to ensure a 
comprehensive evaluation for data analysis.  All responses for each survey were then entered in 
SurveyMonkey, where the data were compiled for export to a statistical program.  Each survey 
was entered by hand and reviewed to make sure each hard copy was duplicated exactly in 
electronic format.  The data were then exported to SPSS, a statistical analysis program.  Once in 
SPSS all responses were divided into the three categories of organic wine purchasing likelihood: 
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not likely, somewhat likely, and very likely.  As stated before respondents were separated using 
their responses to purchasing likelihood over the coming month.  The results from the 
contingency table reflect only those that answer “yes” to the specific question and the “no’s” are 
the inverse percentage and are implied. 
 The first thing that needed to be done was gain a basic understanding of who is 
consuming what alcoholic and organic products and why.   
Table 1: Consumption of Other Alcoholic Beverages in the Previous Year, by Likelihood of 
Purchasing Organic Wine in the Next Month Category  
 
             
The total response percentage in table 1 tells us that consumers in San Luis Obispo 
consumed wine more frequently than any other alcoholic beverage during the past year. These 
data indicate that there is no association between whether the respondent purchased beer, wine, 
sparkling wine, spirits or other in the last year and the likelihood of purchasing organic wine.  
Essentially, this means VLC, SLC and NLC have similar alcoholic beverage purchasing patterns 
those consumers not likely to purchase organic wine.   
Another relevant characteristic of the potential target market is the proportion of people 
have consumed organic products in the last month and assessment of its relationship to their 
likelihood of purchasing organic wine in the next month.   
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Table 2: Organic Products Purchased in the Past Month 
 
             
 
More than 60% of the respondents had purchased organic products in the past month (Table 2).  
VLC consumers purchased organic products more than the other categories.  There is a 
statistically significant association between the respondent purchasing organic food or wine 
(Table 2) and fruits or vegetables, wine, non-perishable goods or dairy products (Table 3) in the 
last month and likelihood of purchasing organic wine.  From this we can infer that the producers 
of organic wine should focus on emphasizing the “organic” to consumers. Perhaps, but what the 
direct results say is that those who are VLC are much more likely to have bought other organic 
products in the past month, which suggests some overlap between the “organic” consumers, 
which may mean that the previous studies of demographics for organic consumers may be 
applicable to organic wine consumers. 
 
Table 3: Which Other Organic Products Consumers Purchased in the Past Month 
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Notably, only 32.3% consumed organic wine, the lowest percentage among the products 
asked about.  Thus, organic wine is purchased less frequently than any other organic products.  
All but the “Other” category shows a statistically significant association between 
purchasing pattern for the listed organic products and the likelihood category. Because 83% of 
VLC purchased organic fruits or vegetables during the previous month, it may makes sense to 
emphasize to those consumers that wine begins as an organically grown fruit (the grape) to 
increase consumer appeal. 
Table 4: Consumer Perceptions of Organic Food Quality Purchased in the Past Month 
 
             
Another important characteristic is the perceptions of the quality of organic products 
(Table 4). The data from the 64 respondents who consumed organic food products indicate a 
range of quality perceptions. Those who are very likely to purchase organic wine in the future 
100% found organic food product quality good quality or better. This may indicate that the 
respondents in the very likely category have not had a bad experience with organic products in 
the past.  However, there is no association between perceptions of the quality of organic food 
products purchased in the last month and the likelihood of purchasing organic wine in the next 
month. 
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Table 5: Consumer Perceptions of Organic Wine Quality Purchased in the Past Month 
 
             
 
Respondents were also asked to indicate their perceptions of the quality of organic wines. 
More than 90% of those who had purchased organic wine in the past month and were ‘very 
likely’ to do so in the following month found it to be good quality or better.  From this we can 
infer that those who have consumed organic wine in the past have generally had good 
experiences.  However, those who are not likely have a much more negative impression of 
organic wines, with nearly half of them indicating that the wine was “not very good” or “poor”.  
This may indicate the need for improved quality for organic wine products.  However, there is no 
association between perceptions of the quality of organic wine and the likelihood of purchasing 
organic wine in the next month.   
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Table 6: Average Price Range of Wine Consumed in the Past Month 
 
             
Another characteristic of interest is the average price range for wines consumed. 
Consumers in San Luis Obispo are consuming more wines in the $0-14.99 price range than any 
of the other price ranges (Table 6).  Consumers are purchasing wines at different prices, however 
more than 95% of those who are ‘very likely’ to consume organic wine in the next month are 
spending less than $14.99/bottle.  It is also important to recognize that 60% of the wine 
purchases by those ‘very likely’ are under $9.99.   There is no association is the distribution of 
prices paid and likelihood of organic wine purchase.  This suggests that those likely to buy 
organic wines are not necessarily high-end wine consumers, which seems contrary to 
conventional wisdom. 
 
Table 7: Features of Desirability in Wine Purchasing 
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It is essential that wine marketers understand what characteristics potential consumers of 
organic wines value. A number of features (characteristics) can be considered (Table 7).  The 
first column titled ‘mean rating’ is the average of the three categories of likelihood, ‘not likely,’ 
‘somewhat likely,’ and ‘very likely’ which are listed in the three columns to the right.  Based on 
the 1 to 5 rating system for these features, a low mean value indicates characteristics more 
valued by consumers. As can be seen ‘good value for money’ was rated the highest at 1.78, and 
produced sustainably was valued least at 3.57.  This is useful because it provides a general view 
of characteristic ranking.   Characteristics that held the most importance were ‘varietal I like’, 
‘brand I have tasted’, ’inexpensively priced’ and ‘recommended by friends.’ 
The column labeled ‘Anova test probability indicates whether or not the mean rankings 
are equal for all of the likelihood categories.   The remaining columns indicate the results of 
individual t-tests.   The column labeled ‘3 vs.1’ examines whether there is a difference in mean 
ranking between those who are ‘not likely’ and those who are ‘very likely’ to consume organic 
wine in the next month. The column labeled ‘3 vs. 2’ does the same comparison with ‘very 
likely’ but instead it compares it to ‘somewhat likely.’ These tests help to identify whether the 
mean ranking differs for VLC.  
Mean Rating Key 
1 = Extremely Desirable 
2 = Very Desirable 
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The first characteristic rated by the consumers was “brand I have tasted.” Those who 
were very likely to buy found this to be their most important characteristic.  However, there is 
not a statistically significant difference in the mean ranking for the three likelihood categories. 
All categories of consumers indicated that a wine that is a “good value for the money” 
was highly desirable, and there were no statistically significance differences in the mean ranking 
among categories.  VLC ranked ‘varietal I like’ more highly than other groups, although this 
difference was statistically significant only between the VLC and the NLC categories.  This 
importance of this feature for VLC means that additional information regarding the varietals 
these consumers tend to purchase most would be important for development of a marketing 
strategy.  With the collected information producers can then produce varietals specific to 
consumer’s preferences.   
“Locally produced” is a characteristic more important to those who are very likely to 
purchase organic wine in the next month.  Their mean ranking was a full integer value lower than 
for the other categories.  This difference is statistically significant overall (the ANOVA test) for 
the paired comparisons (t-tests).  This suggests that the use of “local” designations may facilitate 
sales of organic wines, at least in San Luis Obispo County “A brand I recognize” is a 
characteristic that is most desirable for those who are very likely to buy organic wine in the next 
month.  It is far less important to those who are not and somewhat likely.   There is a statistically 
significant difference between those very likely and not likely to purchase organic wine.  This is 
important because it reduces the risk of low-quality product.  
 “Produced organically” is another characteristic ranked as important by consumers in the 
VLC category.  The mean ranking for this characteristic was statistically significantly different 
from the other two categories.  Those who are very likely to buy find it far more important that 
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wines are “produced sustainably” than those in the other categories.  Their mean ranking for this 
characteristic is lower even than that for “organically produced”.  Therefore it may be effective 
for wineries producing organic wine to also obtain certification under one of the various 
sustainable certification programs “Premium quality” is a characteristic that VLC value more 
highly than other consumers, and this difference is statistically significant for VLC and NLC 
categories. This implies that the more obvious the certifications are the more likely people are to 
purchase.  No statistically significant differences were found in the mean ranking for the three 
categories for the characteristics “from a wine producer I know,” “brand that has won medals,” 
“looks expensive” and “inexpensively priced.” The characteristic “recommended by friends” is 
more important to VLC than to the other two categories. This is more likely because people who 
buy organic wines are more likely to take their friends recommendations. 
 
Table 8: Organic Wine Purchasing History if any in the Past Month 
 
             
Previous purchase experience is also important to understand likely future purchase 
behavior. All (100%) of those in the VLC had purchased organic wine at some time in the past, 
whereas a minority in both of the other categories had.  This results in strong statistical 
association between previous purchase experience and the likelihood of future purchases.   From 
a marketing standpoint, this suggests that it may be important to get people more familiar with 
organic wines, because they are then more likely to continue buying organic wine. 
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Table 9: Residence of Consumers Related to Organic Wine Consumption 
 
             
Nearly 70% of those surveyed lived in San Luis Obispo. More than 83% of VLC lived in 
San Luis Obispo, but there is no statistically significant association between location and 
likelihood of buying organic wines.    
Table 10: Consumer Gender Proportion in Relation to Organic Wine Consumers 
 
             
Gender can also be an important determinant of future purchasing behavior.  Those in the 
very likely category have much higher proportion of females, and there is a statistically 
significant association between sex of respondent and likelihood of buying organic wine.   
Table 11: Consumer Age Proportion in Relation to Organic Wine Consumption Likelihood  
 
             
Age is another important demographic characteristic for marketers.  Two-thirds of those 
who were ‘very likely’ to buy organic wine were between the ages of 35 and 54, which is 
consistent with your hypothesis and with the Annese study.  There is a statistically significant 
association between age and likelihood of purchasing organic wines. Those who are very likely 
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have larger proportion in older age groups ranging from ages 35-59.  This may be because they 
have a larger disposable income that can afford luxuries, whereas younger age groups do not and 
buy mostly necessities.  
Table 12: Marital Status 
 
             
Marital status also influences purchasing behavior. Those who are very likely to purchase 
organic wine are more often married or living with a partner.  This is a statistic that would be 
relevant to marketers to account for.  Considering this it would be important for marketers to 
account for this statistic. Specifically I would recommend marketers create a food to wine 
pairing system, so those married or living with a partner could enjoy the wine with an appetizer 
together. This creates an association between having an enjoyable time, and organic wine.  
However, there is no statistically significant association between marital status and likelihood of 
buying organic wine.   
Table 13: Consumers with Children Living at Home 
 
             
There is an association between having children under 18 and likelihood of purchasing 
organic wines.  Those who are very likely to consume organic wines are more likely to have 
children at home.  This also tells us that the other groups are either too young or too old to have 
children for not likely and somewhat likely.  This may be because those who are not likely could 
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be too young to have a child at home, possibly meaning they do not have an income that allows 
for them to support a child.   
 
Table 14: Consumer Incomes 
 
             
Incomes also matter for purchasing decisions.  There is a strong association between 
income and likelihood of purchasing organic wine.  Those who are very likely have a larger 
proportion in high-income categories, with fully two-thirds of the VLC reporting more than 
$70,000 annual income.   Again this could be because those who have a larger disposable income 
that can afford luxuries (i.e. trying new products like org. wine), whereas younger age groups do 
not and tend to buy what they can afford, the necessities.  This is somewhat consistent with good 
value for the money, however even then the price cannot be justified.   
Table 15:  Level of Education  
 
             
Educational achievement also affects the purchasing decisions.  The majority of those 
who are very likely to purchase are those who have graduated from college.  However there is no 
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association between education and likelihood of buying organic wine at a statistically significant 
level. 
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Chapter 5 
 
SUMMARY, CONCLUSIONS, AND RECCOMENDATIONS 
 
Summary and Conclusion 
 
 The analysis of the data collected from the survey proved both hypotheses to be largely 
correct.  The first hypothesis indicated there should be differences in the demographics of likely 
and not likely organic wine consumers, and the second was that location, age and income would 
be associated with a higher likelihood or purchasing organic wine.  This study suggests that both 
of these hypotheses are supported for the sample respondents.  Based on the foregoing results, it 
is possible to identify the principal market segment of “very likely” organic wine consumers.  
They typical consumer who is “very likely” to buy organic wine in the next month is a resident 
of San Luis Obispo, is a college educated female, is between 35-55 years of age, is married or 
living with a partner, has a child/children under the age of 18 living at home, and has a yearly 
household income of $70,000 or more.   
 Although this is the profile of a consumer very likely to purchase organic wine, there are 
strategies that can and should be applied in order to increase organic wine consumption.   
 
Recommendations 
 
 Although there are already consumers of organic wines, producers could implement 
several strategies to increase their consumer base.  Among respondents to the survey for this 
research, wine is the most frequently consumed alcoholic beverage, with a proportion higher 
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than beer, sparking wine, spirits or any other.  This means there is already a large market for 
wine producers, who need to develop strategies to build the appeal of organic to compel current 
consumers to try another variation of product they already consume.  
 Wine producers and retailers trying to increase organic wine sales also must take into 
consideration the characteristics likely consumers find desirable.  Among consumers “very 
likely” to purchase an organic wine valued “brand they that had already tasted” as very 
important.  Therefore, one marketing strategy to increase exposure could be an inexpensive 
tasting of organic wines, held by producers. This will give consumers a chance to try the wine 
without committing to a full bottle. It will also allow producers to get an understanding of which 
varietal purchasers prefer.  Finally, this would make a large difference because consumers said 
they find it highly desirable when a wine is recommended by friends. This would further support 
the relevance of exposing as many people to the product in a riskless environment.   
 A large majority of consumers believe it important that the wine be “a good value for the 
money”. This relates to the production practices of the wine, they should be tailored so that the 
final sale price is inexpensive, as rated by the consumers preferably $14.99 or less. This suggests 
that organic wines should not necessarily be such a high end product, instead something 
available to all consumer price ranges. 
Those who were very likely to buy organic wines in the next month found it extremely 
important that the wine be produced and organically and even more importantly be sustainably 
produced.  This suggests if wines are in fact certifiably organic and sustainably produced those 
certifications should be prominently displayed on the label.   
 There are still some important questions that need to incorporate to other studies similar 
to this.  There needs to be a strong focus on as to what the purchasing patterns are in younger age 
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groups.  By determining what the current purchasing patterns are, marketing measures can be 
taken to increase their likelihood of consuming organic wine.  It is also important to understand 
how a label can affect purchasing decisions.  It would be interesting to find out whether or not a 
label that markets organic, sustainable or ‘green’ product would make a difference to consumers. 
 40 
 
References Cited 
 
American Heart Association. 2010. Alcohol, Wine and Cardiovascular Disease.  
Rev. ed. Dallas, TX. American Heart Association. 
 
 
Anonymous.  2010.  "San Francisco Restaurants Love Organic and Biodynamic Wines." 
Organic Wine Journal. 27 Sept. 2010. [volume or page numbers?] 
 
Baisley, S. 2009. “Organic wines attract interest: green wines may tip sales higher during  
tough Economy.”  The Free Library (November). (accessed April 22, 2010). 
 
Barribeau, P. 2005. Survey Research. Colorado State University Department of 
English.February3,2005http://writing.colostate.edu/guides/researchsurvey 
 
Bazoche, Pascale. C. Deola, and L.G. Soler. 2008 "An Experimental Study of Wine 
Consumers Willingness to Pay for Environmental Characteristics." 2008 
International Congress, 46351.46351. 
 
Centers For Disease Control and Prevention. 2006. Leading Causes of Death. Atlanta, 
GA: United States Department of Health and Human Services 
 
 
Crescimanno, M., Ficani, G.B., and Guccione, G. 2002. “The Production and Marketing 
of Organic Wine in Sicily.” British Food Journal. 104:274-286. 
 
Davies, Anne, Albert J. Titterington, and Clive Cochrane. "Who buys organic food?:  A 
profile of the purchasers of organic food in Northern Ireland." British Food 
Journal, 97:10-23.  
 
Davis, Sarah F., and Carl K. Winter.  2006. "Organic Foods." Journal of Food Science 
71: 117-124  
 
 
Delmas M.A., Doctori-Blas V., Shuster K. 2008. Ceago vinegardens: How green is your 
wine?Environmental differentiation strategy through Eco-labels. [AAWE 
Working Paper No. 14] 
 
Dimitri, C., and Lydia Oberholtzer. 2009. Marketing U.S. Organic Foods: Recent 
Trends From Farms to Consumers. Economic Information Bulletin No. 58. U.S. 
Dept. ofAgriculture, Economic Research Service. 
 
Toot, Peter.. "Organic Wines Growing in Popularity in the USA." Organic Consumers 
Association 11 June 2007: n. pag. Organic Consumers Association. Web. 10 Mar. 
2011. <http://www.organicconsumers.org/ articles/article_5597.cfm>. 
 41 
 
Gil, J. M., A. Garcia and M. Sanchez.  2011.  "Market segmentation and willingness to 
pay for organic products in Spain." International Food and Agribusiness 
Management Review, 3:207–226.  
 
Goodman, J. 2008. “Grocery Shopping: Who, Where and When” 
 (http://www.fmi.org/forms/uploadFiles/412C30000000E.toc, accessed April 
29th, 2010). 
 
Knudson, William. 2007. "The Organic Food Market." Michigan State. 
(http://productcenter.msu.edu/documents/Working/organicfood1.pdf  
Michigan State 1-407. Apr. 2007. Lecture. 
 
Makatouni, Aikaterini. 2002.  "What motivates consumers to buy organic food in the 
UK?: Results from a qualitative study." British Food Journal 104:345-352.  
 
Morganstern, A. and Spingarn, E.  2008. “What is Organic Wine?”  Organic Wine 
Journal.  Page 30 
 
Olken, F. and Rotem, D. 1995. “Random Sampling from Databases - A Survey.'' 
Statistics & Computing. 5:25-42. 
 
Onyango, Benjamin M, William K Hallman, and Anne C Bellows. 2007. "Purchasing 
organic food in US food systems: A study of attitudes and practice." British Food 
Journal, 109:339-411.  
 
Organic Trade Association.  1996.  Organic Food Benefits. Organic Trade Association. 
http://www.nutiva.com/nutrition/organic.php. (Accessed April 22, 2010). 
 
 
Padel, Sussane, and Carolyn Foster. "Exploring the gap between attitudes and behaviour: 
Understanding why consumers buy or do not buy organic food." British Food 
Journal, 107:606-625.  
 
Russo, Jonathan. 2009. "State of the Glass." Organic Wine Journal. Organic Wine  
     Journal, 15 Feb. 2009. Web. 10 Mar. 2011.  
     <http://www.organicwinejournal.com/index.php/2008/12/state-of-the-glass/>. 
 
Sustainable Agriculture Techniques.” 2010. Union Of Concerned Scientists. Aug.                
                     2008.  
 
Union Of Concerned Scientists.  2010. “Sustainable Agriculture Techniques.” [do you 
have more information for this reference?] 
United States Department Of Agriculture. 2009. A Competitive Agricultural System. 
Washington D.C.: Office of Economic Research Services. 
 
 42 
United States Department of Agriculture, Agricultural Marketing Service. 2008.  
“Organic Labeling and Marketing Information." 
(http://www.ams.usda.gov/AMSv1.0/ 
getfile?dDocName=STELDEV3004446&acct=nopgeninfo, accessed 10 March 
2011)> 
 
Wolf, M. 2000. “A Profile of the Wine Consumer in California.” Journal of Food 
Distribution Research. (March):198-203. 
 
Zimmerman, L. 2008. “On-Premise Report: How Green is Your Glass?”  
Wine Business Monthly. June 15, 2008. Sited in Annese Study
 43 
 
APPENDIX 
 
SURVEY ON ALCOHOLIC BEVEREAGE AND ORGANIC WINE CONSUMPTION 
 
1.  Which of the following alcohol beverages have you purchased in the past year? (Choose 
all that apply) 
 
  Beer   Wine   Sparkling Wine   Spirits   Other 
 
 
2.  Have you purchased any organic food or wine products in the past month? 
 
  Yes   No   If No, please skip to number 6. 
 
3.  If yes on number 2, which organic products have you purchased in the past month? 
 
  Fruits and/or Vegetables   Wine   Non-Perishable Foods   
Dairy 
 
  Other Specify    
 
4.  If yes on number 2, based on your perceptions, how do you rate the QUALITY of organic 
food products that you purchased in the past month? 
 
  Excellent   Very Good    Good   Not Very Good   
Poor 
 
5.  If yes on number 2, based on your perceptions, how do you rate the QUALITY of organic 
wine products you have purchased in the past month? 
  Excellent   Very Good    Good   Not Very Good   
Poor 
 
6.  Approximately how many bottles of wine do you buy per month for consumption at 
home?   Bottles 
 
7.  Approximately how much do you spend on wine in a typical month for consumption at 
home?   $/Month 
 
8.  Of the last 5 bottles of wine purchased for consumption at home, how many fell into the 
following price ranges? 
 
$0.00-$4.99 
 
$5.00-$9.99 
 
$10.00-$14.99 
 
$15.00-$19.99 
 
$20.00 + 
 
TOTAL BOTTLES 
 
9.  Thinking of the wine you purchase for consumption at home, in which of the following 
price ranges do MOST of the bottles of wine you purchase fall? 
 
  $0.00-$4.99   $5.00-$9.99   $10.00-$14.99   $15.00-$19.99 
  $20.00 
10. The following is a list of features of wine people may look for when making a wine 
purchasing decision. Please indicate the desirability of each feature to you when you 
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purchase wine. Please choose from the following: 
 
 
 
 
        
Feature 
 
Extremely 
Desirable 
 
Very 
Desirable 
 
Somewhat 
Desirable 
 
Slightly 
Desirable 
Not 
Desirable 
at all 
Brand I have tasted           
Good value for the 
money 
          
Vari tal I like           
Locally produced           
A brand I recognize           
Produced organically           
Produced sustainably           
Premium quality product           
From a wine producer I 
know 
          
A brand that has won 
medals 
          
In xpensively priced           
Looks expensive           
Recommended by family 
or friends 
          
 
11. How likely are you to buy an organic wine in  
the next month? 
 
  Certain will buy (99 chances in 100) 
  Almost sure will buy (90 chances in 100) 
  Very probable will buy (80 chances in 100) 
  Probably will buy (70 chances in 100) 
  Good possibility will buy (60 chances in 100) 
  Fairly good possibility will buy (50 chances in 100) 
  Fair possibility will buy (40 chances in 100) 
  Some possibility will buy (30 chances in 100) 
  Slight possibility will buy (20 chances in 100) 
  Very slight possibility (10 chances in 100) 
  No chance you will buy (0 chances in 100) 
 
 
12. Even if you haven’t purchased organic wine during the past month, 
have you ever purchased an organic wine? 
  Yes   No 
 
13. If answered yes, to question 12, approximately how many times have 
you purchased organic wine in the past year?   
 
14. If answered yes, to question 12, what are some of the reasons you buy organic 
wine? 
 
  Taste preference   Health benefits   Environmental   Other 
 
15. Where do you live? 
 
  San Luis Obispo County   Other area of California 
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  Outside California 
 
16. Are you?   Male   Female 
 
 
17. In which of the following ranges does your age fall? 
 
  21 to 24   25 to 34   35 to 44   45 to 54   55 to 59   60 + 
 
 
18. Are you?    Married/ Living with a partner   Single /Divorced   Widowed 
 
 
19. Do you have any children under 18 living at home?    Yes   No 
 
 
 
 
20. Which of the following ranges describes your household income before taxes? 
  Under $20,00   $20,000 to $29,999   $30,000 to $39,999 
  $40,000 to $54,999   $55,000 to $69,999   $70,000 or more 
 
 
21. What is the highest level of education you have completed? 
  Grade school or less   Some high school   High school 
graduate 
  Some college   College graduate   Postgraduate work 
 
 
Thank you very much for your time! 
 
 
